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Nowadays adopting effective reward
strategy is one of the most prominent
and frequently discussed issues in
many organizations.If the reward is
managed and distributed effectively
it can benefit many organizations
including Tesco. This paper seeks to
analyze the effectiveness of reward
strategy at Tesco based on the se-
lected stores in UK. It has adopted
a mixed approach of analyzing re-
ward effectiveness at Tesco. Data
collection technique focused on both
primary and secondary sources. A
total of 40 interviews were con-
ducted of which 10 were in-depth
interviews that combine both struc-
tured and open ended questions. The
study found that the employees at
Tesco were satisfied with existing
reward system, and also felt that cur-
rent reward strategy is meaningful
and effective.
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IntroductionReward strategy is one of thechallenging parts in an organization’scost structure. It has direct impact onthe financial statement of any organi-zation and strategic influence on em-ployees’ attitudes, behaviors and or-ganizational performances. So, it is avital issue for any organization to per-suade its own employees through ap-propriate reward strategy. Failure toimplement this issue may cause im-mense loss both for the organizationsand employees. In recent times, work-ers have already become more con-trastive and they certainly do not pre-fer to stay in the same organizationfor a longer period of time. They aremore aware of strategic compensa-tion rather than traditional pay system.So, reward cannot be ignored.Even so,workforces are abandoned from equalpay, flexibility, job security, health andsafety and different other benefitpackages in many organizations in UKand other countries. In the USA, re-searchers identified that female fac-ulty members earn on average 27%less than their male counter parts andalso found the salary imbalances
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between private and public sectors (Lon-don, 2011).Another research finding byHey group revealed, whilst employeeswere committed to work and optimisticabout the future, more than half of thembelieved that there was no meaningfulreward for extra effort, over 40% feltnot appreciated, and one in every five saidthey were actively looking for otherjobs.Even though some companies arepracticing rewards which are not auto-mated and exciting to keep their ownstaffs in peace and motivated them inrepeating positive behavior (Perkin, Whit& Jones, 2011).As a result,almost fiftypercent of the US companies alreadyhave undergone systematic review oftheir existing reward plans and adoptedthe concept of strategic reward. Lateron, it was followed by many of the Brit-ish companies (Manas & Graham, 2003).
It is crucial for the organization to
invest and design future reward
strategy and adjust current pro-
gram based upon the feedback they
receive from employees.Though reward is one of the ne-glected areas of HRM research it is notanymoreconfined only with the traditionalrecruitment, retention, motivation, recog-nition and cost control, rather has beenappearing well beyond the system andconnecting more closely to theorganization’s key success factors suchas, competitive advantage, organizationaleffectiveness, increasing performanceand achieving goal (Guest et al., 2012).So,it is crucial for the organization to in-vest and design future reward strategy

and adjust current program based uponthe feedback they receive from em-ployees. Discussion on these issuesmay be to scrutinize current system andredesign for the future reward systemat  some point .  In  th is  regard ,Armstrong (2009) states that the mainobjectives of employee reward system,are to attain the organization’s strate-gic goal through ensuring that the ex-isting workforce are committed, com-petent, and well-motivated. However,challenges may come in return in termsof setting strategic reward based upondynamic nature of changing businessand employee demand. Despite somechallenges reward strategy must bemeaningful and effective in order toimpact employees’ perceptions to theorganization and have positive impacton i t s  re tent ion and mot ivat ionefforts.This research, therefore, in-tended to scrutinize existing rewardstrategy and evaluate the effectivenessof current rewards at Tesco as a caseorganization.
Case OrganizationThe global retail market has beenexperiencing a dramatic transformationover last few decades and it plays a cru-cial role in global economy. In 2014, glo-bal retail sale was U.S. $22.492 trillion1and it is expected that worldwide retailmarket will have a steady growth overnext few years, and retail sales are pro-jected to reach 27.732 trillion U.S. dol-1 Retail Sales Worldwide Will Top $22 Trillion ThisYear. Available; https://www.emarketer.com/Article/Retail-Sales-Worldwide-Will-Top-22-Trillion-This-Year/1011765
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lars by 2020.In terms of country,the re-tail sector’s economic output has followedan average growth (2.5%) in the UKeconomy last ten years from1997 to2018. The economic contribution wasGBP £92.8 billion which represents the5% of total UK’s GDP (Gross DomesticProduct) and the total employment of thissector was 2.8 million in 2017 (Rhodes,2018). As the largest grocery retailer inUK and 3rd largest in the world, Tescohas more than 6351 stores, 360,000 em-ployees worldwide. Every £8 peoplespend on the high street in UK, £1easilygoes to Tesco. To certain extent, Tescotakes more than 50 pence of every poundspend on groceries3. Approximately 40percent retail market share in UK isowned by Tesco which generated a saleof over GBP £157.7 billion in 2017 andemploys over 1.4 million people acrossthe UK4. Despite its economic contribu-tion, Tesco has a growing concern tomeet the manpower demand and makeits own people happy. Employee devel-opment, procurement and retention havenever been so crucial than today. Tescois persistently searching ways to retainits core employees. Therefore, right com-pensation strategy has become a vitalfactor for employee motivation, retentionand performance development. Speciallyin the era of economic crisis, downsizing,

restructuring and fast pace technologi-cal changes it is hard to keep up employ-ees moral and motivation. In many cases,huge compensation, benefits and psycho-logical contract also fail to define em-ployee needs and working culture. In thisresearch, therefore, the researchers in-tend to define and redefine the currentreward strategy at Tesco and the extentit is meaningful to its own employees.
Huge compensation, benefits and
psychological contract also fail to
define employee needs and work-
ing culture.

Concept of Reward, Total Reward
& Reward StrategyThe term “reward” means remunera-tion for the service in an organization. Itis designed to reinforce desired behaviorof the employee and the employer. Itcomprises both financial and nonfinan-cial returns provided by the employer.Reward helps to connect employee andemployer for understanding their feelingsand gratitude to each other. Malhotra etal. (2007) state that “work rewards” in-dicate the returns employees receivefrom their employers. However, in recentdays, the reward system is not confinedany more only with bureaucratic pay, in-centives and benefits. Rather, it has beendesigned, redesigned; assessed, reas-sessed; produced and developed an ap-parent simplified term of ‘Total Reward’.In fact, the term ‘Total reward’ has beenembraced to explain strategic reward thatincludes additional elements such as, flex-ibility, working environment, workforce

2Total retail sales worldwide from 2015 to 2020 (intrillion U.S. dollars). Available;https://www.statista.com/statistics/443522/global-retail-sales/3 Does Tesco account for £1 of every £7 spent in theUK retail sector? https://fullfact.org/news/does-tesco-account-1-every-7-spent-uk-retail-sector/4 KPMG (2018). Tesco in the UK, The Socio-economic contribution in F/Y 2017/18
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training and development, recognition,work-life balance, and other advancedbenefit packages. It is an apparatus usedby the employer to attract, retain andmotivate employees in the organization.Total reward works as the tool, used bythe employer to attract, motivate and re-tain staff (Tsede & Kutin, 2013).So, theterm “total reward”includes everythingemployee receives to be valued by theiremployment relationship. Total reward ishorizontally integrated with HR strategyand vertically integrated with other busi-ness strategies and it also goes beyondtypical remuneration by embracing orga-nizational culture, raising employees’voices, inviting collective bargaining, andin return certifying better employee per-formance. In order to justify individualand organizational needs total reward isintegrated with corporate and HR strat-egies. Appropriate reward strategy worksas a guideline for the organization for thepresent-days operations,brings maximumreturn, builds up employment brand andproceeds of sustainable competitivegrowth in an organization.Currently, many organizations in UKhave better understanding of total rewardand they are acknowledging it ever morethan before. The important role of re-ward programs is to achieve organiza-tional goals. Employers rstarted realizingthat individual company needs to developits own reward strategy rather than du-plicating from other companies. Own re-ward strategy ultimately will support thecompany’s human capital strategy andwill allow them to align with businessstrategy. This implication of reward strat-egy has significantly increased in vari-

ous private sectors including Tesco.Tesco has developed its reward philoso-phy, principles and guidelines and inte-grated with comprehensive businessstrategies like consistent growth, cus-tomer loyalty, gaining competitive advan-tages and bring innovative concept.Tesco incorporates the concept of rewardstrategy with business and corporatestrategy through internal resourcing, cre-ating healthy working environment, tak-ing employee opinions, training and de-velopment and many other HRM prac-tices. So, the people at Tesco feel re-warded for the work they do. As givenreward must reflect the priorities andneeds the of the employees for differentmarkets, Tesco pays good basic pay, fairovertime and many other facilities to sat-isfy employees in each country. For in-stance, albeit there is no legal minimumwage in Malaysia,Tesco recompensesthirty percent5 more than the PovertyLine Index for household. In USA, Tescodelivers a variety of competitive benefitscomplying with local labor laws and regu-lations; more than 75% of the cost ofmedical, prescription drug, dental and vi-sion coverage and many other benefits.Employees who are students,are eligiblefor tuition subsidy in South Korea.In UK,more than 193,000 employees received£92 million worth of free sharesunder‘shares in success scheme’ in 2008.Around 52,000 staffs were eligible for£126 million worth of payout from risk-free “save as you earn” share optionscheme, out of 44,000 staffs were ableto save money through a tax-efficient
5 Tesco internal report, 2011; Tesco Home plus,Chelmsford, UK
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scheme of “Buy as You Earn”(Clark.2014). Furthermore, Tesco also offers arange of employee discount across thecountries.  In Czech Republic andSlovakia, employees are offered withfamily discount days, while in UK em-ployees receive hundreds of benefitspackages including pension scheme, taxfree vouchers, and many other benefits.In an internal report of Tesco, it isstated;”Tesco has future oriented rewardstrategy across the countries so that itcan make a clear plan on how Tesco willinvest on employee benefits in everycountry it operates. The entire manage-ment team of Tesco enjoys the businesssuccess as it is growing through marketdriven benefit plan which is also linkedto the profitability and goal of the com-pany” (Internal Report,2009).Again, reward strategy is a processthat describes how an organization willdesign and articulate total reward andsupport the business strategy. It is not justabout the incentive and benefit ratheralignment with the aspiration and valuesof the organization. Reward strategy willbe effective and meaningful only when itis transparent, motivates employee, alignwith organizational goal and increase theorganizational performance.The effec-tiveness also can be evaluated basedupon the cost and financial impact, ex-ternal benchmarking, employee retentionrate, business KPI (Key PerformanceIndicator) and stakeholders’ feedback.Thomson (2003) identified that rewardpractices will be effective when it ex-tends employee skill and capacity,broaden employee performance and in-crease motivation. Referring to World at

Work, a nonprofit association for humanresource professionals, Schlechter et al.(2015), described a total reward modelwhich comprises five fundamental ele-ments namely, total compensation; rel-evant benefits; work-life balance of theworkers; identify employees’ perfor-mance and their recognition and continu-ous career development opportunities.Each of them collectively explains orga-nizational strategy and these elements arevery powerful for employee attraction,motivation and retention. Many organi-zations are exercising this model to ac-celerate their business as well as satis-fying their employees. This model alsocan be an ideal framework to structure ameaningful reward strategy at Tesco andguide the company for better understand-ing of reward strategy. Though a singleapproach may not be adequate to evalu-ate the reward effectiveness, a combi-nation of the approaches may be effec-tive to evaluate reward effectiveness atTesco.
Motivational Theory& Reward
StrategyThe development of reward manage-ment policies and structures are under-pinned by the assumptions whetherpeople are motivated to deliver optimumlevel of performances, optional effortsand contributions. These assumptionsmay not be recognizable to all organiza-

Reward practices will be effective
when it extends employee skill and
capacity, broaden employee per-
formance and increase motivation.
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tions. However, the reward philosophiesand policies of an organization can bebetter explained by different motivationaltheories and beliefs.Motivational theoriesalso can propose guidance to organiza-tion with an interest of different issueslike reward, retention, motivation andengagement. Maslow (1954) stated thatemployees are better motivated by dif-ferent level of needs and satisfactions.He also stated that only unsatisfied needmotivates employee for further action.Unlike Maslow, Alderfer ERG (1969)demonstrated that in some cases, needfor the higher-level can be the principalmotivating factor even though the needsat low level are not entirely satisfied,while Taylor (1911) argued that only abigger amount of continuous pay canforce employees to work and they willbe motivated only if their rewards aredirectly associated with their perfor-mance. Gellerman(1963) stated thatpeople perceive money as a means ofachieving desire ends (Wright, 2004).Theconcepts of all the theories came with acommon view that money is directly orindirectly associated with motivation andthere are few other factors than moneywhich motivated employees in their work-ing life and personal life. However, thesetheories have a lot of connections withthe current reward program at Tesco.Tesco’s reward program is far more thanthe discussed theories which supportemployees through thousands of mon-etary and non-monetary benefit pack-ages. In order to make sure the effec-tiveness of existing reward packages,Tesco offers every worker to join in astaff feedback survey called ‘Viewpoint’which is the platform for each employee

to discourse their opinions on almost ev-ery segment of their job including cur-rent reward system.
The difference between the “pay
people receive” and the “pay they
feel they ought to receive” is the
main issue of reward.Furthermore, Adam (1965) declaredthat employee satisfaction is closely re-lated with reward and pay which aremeasured by the employee perceptions.The difference between the “pay peoplereceive” and the “pay they feel theyought to receive” is the main issue of re-ward. It is not about paying somethingwhich ultimately makes employees happy(Wright, 2004).Likewise, dichotomy ofextrinsic and intrinsic reward was de-scribed by Herzberg (1968). He declaredthat most of the managers do not acceptmoney as a key motivator rather theyprefer job enrichment, rotation and con-tinuous professional development. Healso addressed and acknowledged thatmoney issues are ended up with the con-ception of non-physical rewards. A simi-lar concept was pointed out by Paul(2002), motivation is about intrinsic ratherthan extrinsic. It is the manager who cancreate a positive work environment sothat employees feel good at work, andprefer working in the company for alonger period of time. Earlier, this con-cept was supported by McGregor (1960)and he stated that employee motivationat workplace is affected by the manag-ers’ behavior. A parallel research hasbeen published at Harvard Business Re-view that employee motivation begins



Reward Strategy at Tesco

The Indian Journal of Industrial Relations, Vol. 55, No. 1, July 2019 111

with recognition and positive work envi-ronment which ultimately meet the emo-tional need, drives and bond (Simms,2015; Nohria & Grasberg, 2008). Further,Kaliski (2007) stated that affirmativeassociation between reward and motiva-tion leads to job satisfaction and employeeretention.  Hence, this discussion can bea very useful tool for Tesco in both con-structive and destructive amplification ofinspiring existing employees. Positivemotivation may support Tesco to encour-age employees creating good quality joband increase organizational perfor-mances. Also,other executives may usetheir own designed techniques to encour-age employees, from preventing negativemanners. Therefore, this discussion canbe reviewed further in details to enablethe researcher, evaluating reward effec-tiveness at Tesco.
Reward Strategy of TescoAccording to Ajila & Abiola (2004)a good combination of reward maximizesemployee’s motivation, commitment andincrease the overall performance of theorganization. Likewise, Tesco has alwaysbeen consistent and liberal in maintain-ing reward strategy for business growth.Tesco believes that employees deservereward for working hard and makes surethat employees are motivated with theexisting reward system. Tesco also fa-cilitates good working environment andensure both financial and nonfinancialbenefits through several reward schemes.Nonetheless, Tesco’s strategy has beenchanged marginally since the global melt-down and it has been continuing to fightenormous challenges thrown up by

double-dip recession in UK. Financiallimitations threw Tesco in a puzzling situ-ation especially when it came down tomanaging employee reward system ef-fectively. Hence, it has managed to re-cover the reward crisis through variousreward strategies including one-minuteapproach to satisfy employees during thehuddle time of recession.
The entire package of reward is
linked to the overall growth strat-
egy of the company, so that staffs
can share in the success they cre-
ate.Tesco has already introduced ad-equate number of flexible employee ben-efit provisions to recognize employeesindividually and in a group. These provi-sions have already been valued andpraised by the staffs and reinforcingthem working at Tesco. The entire pack-age of reward is linked to the overallgrowth strategy of the company, so thatstaffs can share in the success they cre-ate. The recent announcement of its big-gest wages increased (10.5%)6 and fur-ther increment of maternity benefits innext two years is the further extensionof effective reward strategy at Tesco.Existing employment policy, sick pay,holiday structure, choices of extra leaveand or additional pay schemes are farbetter than in many other retail shops in

6Tesco to give workers big pay rise and boostmaternity leave; Tesco said that 97 per cent ofstaff will be better off under the new terms.Available: https://www.independent.co.uk/news/business/news/tesco-payrise-workers-maternity-leave-benefits-increase-rise-a7805526.html
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the UK.  Perhaps, ‘Every little help’ isthe most resourceful slogan which archi-tects several ways to help employees andcustomers. For instance, child care ben-efits, shopping vouchers, free shares,health insurance, great pension plan,share schemes & many other non-mon-etary benefits are prominent benefitschemes. However, many young employ-ees in this organization perceive pensionsas a distant and totally irrelevant andmany older female employees feel thatmaternity benefits are not suitable forthem. As a result, in some cases, Tescofails to form the standardization of its ben-efits packages.Although Tesco is very loyal of Brit-ish employee, it also penalized the staffswho missed the days to turn up to workduring the big freezer on 13th February,2009. More than 12 inches of heavy snowfell across the country, lasted of remoteareas and paralyzed the entire transportnetwork. Instead of day-off Tesco hasoverruled and told their staff to choosebetween ‘having less pay day’ or ‘losingday’s holiday’, ‘shift swapping’, or ‘shift-ing a day off’. The firm’s shelf stackers,customer care assistants, and check outstaff, many of whom are Britain’s underpaid workers took this action as a mis-ery of Tesco (Steiner, 2009). In 2007,when Tesco extended its store chain inUSA, most of the union welcomed thenews. The union expected it would her-ald a new chapter in employee relationsin America’s groceries industry. Unfor-tunately, it looked totally different in twoyears. As a business, Tesco only admiresBritish community and workers.  Whenit operates away from British shores, a

dossier on Tesco’s hypocrisy, called ‘TwoFaces’ of Tesco is exposed by the crit-ics. The critics and publishers uncoveredthe difference between how Tesco be-haves at home and in other countries.Tesco also does not extend its laudedprinciple of partnership to its entire em-ployee outside UK though it claims tosupport employees’ freedom of speechand, right to join their chosen trade union.However, Tesco refused to recognizetrade union ‘Tez-Koop-Is union’ in Tur-key even though 51% of employees werealready trade members. In USA, it de-layed and finally refused to appreciatethe USCF (United Food and Commer-cial Workers Union). Avoidance andcarelessness of union activities notify theresearchers a glimpse of another Tescowhich is not to be. Instead of engagingand recognizing trade union positively itrefused to meet with them and acceptedconflict instead of partnership (Hansen,2008).Reward is occasionally problematicand susceptible due to cultural, economicand individual worker perceptions andpreferences. Majority of the reward pro-fessionals, therefore, preoccupy and ad-just reward strategy for future cost, eco-nomic differences and uncertainty.Meanwhile, many private organizationsin UK including Tesco have practicedinflated rate of pay rise. In 2008, Tescopaid 3.8% pay rise, sent managers in dif-ferent stores to educate workers on howto face economic turbulences, delivereddiscounted product line and double up theclub card. Despite the economic crisis,Tesco created thousands of new jobs andprovided free assistance for the employ-
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ees during credit crunch. The managersat various level work together with thestaffs for creating team spirit, reducingabsence and assisting them to save theirmortgage. During recession, it doubledthe value of employee’s club card vouch-ers for buying not only clothes and toysbut also food.In 2016, Tesco had consid-ered cutting store staffs by 39,000 whichwas equivalent to one in every six em-ployees or reducing hours (Ruddick,2016). Recently, Tesco has further con-firmed that almost 90007 jobs across headoffice and different stores are atrisk.Above discussion can be further re-viewed and considered in details to en-able the researcher in evaluating the re-ward effectiveness at Tesco.
Research MethodThis study employed a mix of ap-proaches to evaluate reward effective-ness of Tesco. The interviews were car-ried out as structured interviews.  A totalof 40 interviews were conducted, ofwhich 10 were in-depth interviews thatcombined both structured and open-endedquestions which allowed the intervieweesto provide information about theirexperiencesregarding the existing rewardprogram and practices. The question-naire was sent to the respondents beforethe interviews in order to give themenough time for preparation. The inter-view was taken place approximately one

hour consisting 17 questions at 3 differ-ent stores; Tesco Home plus at Parkway,Tesco Express at Duke Street and TescoSuperstore at Princes road, Chelmsford,UK.This study attempts to present a de-tailed picture of the compensation theory,literature, and models, based on the caseof Tesco. The interview was conductedon customer care assistants, team lead-ers, and line managers in all the 3 storesof Tesco. A total of 17 questions wereasked to the interviewees regardingTesco’s reward strategy, employee per-ception about reward, reward vs. perfor-mance, motivation, and retention. The re-spondents were from different levels ina particular Tesco store and their demo-graphic characteristics are given in Table1. Responses were measured on a5-point Likert scale (Strongly agree 5&Strongly disagree 1). A higher score re-flects a higher employee satisfaction onexisting reward practices at Tesco. Pri-mary data were complemented usingother secondary data, such as, annualreports and business analytics availableon internet and company website. Non-probability convenient sampling tech-nique was used to collect data since itwas conveniently available to collect datain a particular store rather than access-ing several stores (Creswell, 2012). Asan employee of Tesco Home Plus, oneof the researchers had appropriate op-portunities to closely observe reward sys-tem prevalent in the Tesco store and itsimpact on employee perception, motiva-tion, and effectiveness. SPSS (Statisti-cal Package for the Social Sciences) soft-ware and Microsoft Excel were used to
7 Tesco confirms 9,000 staff across its stores andhead office are at risk of the chop as part of drasticbusiness overhaul; Accessed from https://www.thisismoney.co.uk/money/markets/article-6640523/Tesco-confirms-job-cuts-9-000-staff-stores-head-office-risk.html
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Table 1 Demographic Characteristics of the RespondentsDemographic Characteristics (N=30)Demographic Variables Values PercentageGenderMale 22 73.3Female 8 26.7Age15-20years 6 2021-30years 11 36.631-40years 9 3041-50years 2 6.651-60years 1 3.3More than 61 years 1 3.3EducationPrimary School and lower 4 4High School and lower 16 16College/ Diploma 5 5Bachelor’s Degree 3 3Master’s Degree 2 2PositionCustomer Care Assistant 23 76.6Team Leader 4 13.3Duty Manager 2 6.6Personnel Manager 1 3.3Store Manager 0 0Tenure of Job<1 year 0 01-5 years 17 56.66-10 years 8 26.611-15 years 4 13.316-20 1 3.3>20 yearsperform a statistical analysis.Descriptiveanalysis was done to evaluate rewardeffectiveness based on the respondents’feedback.
FindingsIn regard to the feedback, all respon-dents had strongly agreed (or at leastagreed) with the statements that reflectoverall employee satisfactions on exist-ing rewards.According to the survey find-ings, the employees believed that Tesco

had been providing competitive pay, in-ternal equity, flexibility, and other employ-ment benefits. Employees were muchaware about Tesco’s compensationpolicy and competitive pay structure.Infact, greater portion of the respondent
The employees believed that
Tesco had been providing com-
petitive pay, internal equity, flex-
ibility, and other employment ben-
efits.
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salso believed that existing

reward and internal equity

worked well at Tesco and

they had been paid fair

wages, negotiating with

union. The survey feed-

back provided by the re-

spondents are summarized

in Table 2.

On a close observa-

tion, it was also found that

despite some limitations,

most of the employees at

Tesco believed that they

were treated and re-

spected by Tesco.As per

Tesco culture, it is very

common that a manager

suddenly brings a dough-

nut on Sunday or arranges

birthday cards so that the

employee feels entitled.

Every individual engages

with Tesco culture from

the interview to retirement.

The company also assures

thatTesco is one retailer,

one team called �Tesco

team�. Employees trust

and respect each-other,

strive to support to each

other, and praise more

than criticize. Every team

enjoys work, celebrates

success, shares knowl-

edge and learns from their

experiences.Managers at

different levels, directors,

HR seek to apply the prin-

ciples of equality among

different level of employ-
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ees. One of the interviewees shared hisexperience regarding management ap-proach:
“Sir Terry Leahy (Tesco’s Chief Ex-ecutive Director) involves issuing, rec-ognizing and directing letter to the beststaff at store level. This is why peoplelike to stay with Tesco more than 20/30years” (Duty Manager-Tesco HomePlus; Interview taken April 2013).

Employees at Tesco also enjoy
quality work life as they all are as-
sociated with equitable wages,
flexible working hours, working
condition, and family friendly
policy.

Further, employees at Tesco alsoenjoy quality work life as they all are as-sociated with equitable wages, flexibleworking hours, working condition, andfamily friendly policy. People here areentitled to reduce working hour, homebase work, job sharing and compresswork week end.At store level, Tesco al-lows employee shift swapping with an-other employee so that each shift is cov-ered, but gives the employee the flexibil-ity to re-arrange their working hours withno disruption to the business. In2004,Tesco has been voted as the ‘Em-ployer of the year 2004’as its “Holistic”solution. Individual performance is rec-ognized and invest million pounds everyyear in training and staff developmentwith a special emphasis on the long-termemployment. Manager here creates newline of communication where directors orsenior managers spend a week on the

shop floor for generating new ideas andsuggestions from customers and staffs.Shields et al., (2015); Gold et al.,(2013);Huston, (2008); Orsingher,(2018);Bwowe&Marongwe, (2018)stated that reward must be flexible, ful-fill different employee needs and alignwith the strategy of the company. Aneffective reward strategy also shouldhave the combination of both monetaryand non-monetary benefits. Positive pro-duction and performance only can beachieved when reward system satisfyemployees’ expectations. After inter-viewing team leaders and line managers,it is understood that Tesco is very keenfor adopting mix of benefit packages sothat the employee feels gratified. Shieldset al. (2015) further stated that higherproductivity can be achieved if the exist-ing reward system justified the workers’needs and expectations.In an interviewa manager also stated that employees atTesco are well evaluated their perfor-mance and they are given various coreplus options benefit packages.
Discussion & Conclusion

The ultimate aim of this study is toevaluate the effectiveness of existingreward practices at Tesco. On this con-cern, Karami et al., (2013) stated thatexisting reward program should be ef-fective and line up with the organizationalgoal. The researchers also attempted toidentify the way current reward at Tescois effective, equitable and at the end itdrives with ethical meaning.On the otherhand, Armstrong et al. (2011) describedthat effective reward has to be scientificand evidence-based. Even a li t t le
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evidence demonstrates the efficiency ofreward system. Though it is difficult toevaluate reward effectiveness with finan-cial performance, a “soft approach” suchas employee feedback, reaction, opinionor theory is sometimes acceptable andeasier method to measure reward effec-tiveness. In many organizations it seemsnot to have any concrete evidence to jus-tify the effectiveness of reward prac-tices. However, in this study, the re-searchers applied “ground theory” ap-proach that means a case study methodto evaluate reward effectiveness atTesco. The perception and execution ofthe employees and their contribution tothe organizational goal is the reflectionof effective reward system. Armstrong(2010: 80) also stated that reward effec-tiveness can be evaluated based on itsassociation with ‘TEN Cs’ (competitive,convergent, contribution, customized,commits, communicated, cost effective,changes, controlled and compliant). It isa comprehensive tool of evaluating ef-fective reward strategy in an organiza-tion like Tesco. Further, Armstrong et al.(2011) mentioned the most common prac-tice to evaluate reward effectiveness isto associate reward cost with employees’performance.The positive feedback fromthe respondents and gradual incrementof sales and profit at Tesco8 has substan-tiated the effective and generous rewardsystem at Tesco. The company also hasactively taken several initiatives in manycountries including UK to boost up em-

ployee engagements and involved themin maintaining transparency within theorganization, with a seamless flow ofinformation. Further, different theorieshave been explained and relate to reward,recognition and motivation. These theo-ries supported researchers to assess thecurrent reward system at Tesco and di-rected towards main objectives. It is alsoevident from the survey feedbacks thatreward framework at Tesco is guided bythe common principles and objectives ofthe company. Further, discussed theoriesalso supported the researchers to iden-tify the psychological factors which car-ried the key messages of motivation, en-gagement and retention and explainedemployees’ expectations and responsibili-ties. Respondents’ feedback regardingcurrent reward, recognition and motiva-tion policy helped the researchers to iden-tify the extent why existing reward sys-tem at Tesco is effective and meaning-ful.
Reward framework at Tesco is
guided by the common principles
and objectives of the company.

Based on the survey findings andtheoretical analysis, this research revealsthat employees’reaction at Tesco is posi-tively affected by the rewards they re-ceive. This was also substantiated by therespondents who were surveyed as mostof them stated that the quality of the re-wards they receive is extremely satisfac-tory.  Likewise, Brown and Reilly (2009)describe that the existing reward systemat Tesco has very powerful linkages withemployee engagement and their financial
8 Tesco PLC, Five year record; https://www.tescoplc.com/investors/reports-results-and-presentations/financial-performance/five-year-record/
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Table 3 Meaningful & Effective Reward

SL No. Theorist Meaningful Assumption Adopted by Tesco
1 Frederick Taylor Motivational theory Used for motivating staff financially and non-financially2 Adam-1965 Balance employee input & output For employee fair treatment3 Maslow -1965 Employee is motivated by the Satisfying and motivatingneed and demand employees’ need4 Herzberg-1968 Intrinsic and extrinsic factors Assumed as motivatingfactors5 McGregor-1960 Workplace behavior Highly practices at Tesco6 Total reward Model Powerful elements for employee Used for employee rewardattraction, retention & motivation and motivation7 Glaser and Deductive approach Used to evaluate reward efStrauss-1983 fectiveness8 Michael TEN Cs Used to evaluate rewardArmstrong-2010 effectiveness
performance. Hence, without furtherhung-up on “false precision”, it is be-lieved that Tesco has a meaningful andeffective reward policy and practices.
Limitation

Many organizations are not con-cerned about the evaluation of rewardeffectiveness. It is inspiring to say thatthis research has taken a great initiativeto evaluate it.Though there are variousapproaches of evaluating reward effec-tiveness, in this study, the researchersapplied very limited approaches.Thisstudy was carried out with a small groupof employees upon a particular store atTesco. Though, Tesco follows uniformand consistent reward packages acrossthe stores in UK, it is difficult to gener-alize the entire context of Tesco basedon a selected store. However, this studywould be used as a guide on how the HRpractitioners can measure reward effec-tiveness in their organizations in future.Many alternative methods also can be

used for the future research by inculcat-ing large number of employees in differ-ent stores at Tesco.
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